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Throughout the past decade, climate activists and skeptics alike have flocked to platforms 
like Facebook and Twitter to debate climate change impacts and mitigation strategies. 
The popularization of social media and a growing concern for climate change among the 
general public have provided ample space and motivation for discussion. As a result, an 
emerging body of literature has begun to analyze the various appeals that effectively 
rouse climate change discussion on social media. The purpose of this integrative 
literature review is to summarize and critique existing literature on climate change 
communication through social media channels, as well as synthesize new directions for 
future studies in the field. The body of work collected for this review offers a solid 
foundation on which the emerging field of study can grow. Most notably, the literature 
revealed that climate change is a highly polarized topic on various platforms, and that 
engagement is often influenced by public figures and an emotional connection to online 
content. However, the literature is also limited in terms of geographic reach, 
methodological approaches, and platforms evaluated. Revealing these current deficits 
allows us to better understand the paths forward for future research. 
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Mass disengagement from the climate movement is a unique challenge that has 
stalled climate change mitigation policy and practices in the United States (Hale, 2010; 
Jamison, 2010). However, a growing body of literature seeks to address the question—
how can we use our current resources to engage and inspire climate activism among the 
general public? Social media platforms have swiftly become forums for climate change 
debate, and several distinct communication strategies have been found to effectively 
promote users’ belief in climate change, engagement in climate content, and willingness 
to join activism efforts. This integrative review will explore the literature on social 
media-based climate change communication appeals, as well as provide suggestions for 
future research. With the annually-increasing use of social media platforms worldwide, it 
will be essential to understand and advance these socio-behavioral applications to address 
the progression of climate change.  
The Climate Consensus  
Between 90%-100% of the global scientific community agree that humans should 
claim the responsibility for the warming climate (Cook et al., 2016). Among the general 
public, some skepticism still exists—roughly 20% of Americans believe that climate 
change is not exacerbated by human activity. The remaining 80% recognize that climate 
change is affected by human activity to at least some degree. A political breakdown 
further clarifies this statistic, with 97% of liberal democrats, 92% of moderate democrats, 
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79% of moderate republicans, and 55% of conservative republicans acknowledging 
humanity’s role (Funk & Heffernon, 2019). Right-leaning individuals voters are less 
concerned by the need for political action, whereas 90% of left-leaning individuals 
believe the U.S. government is not doing enough to combat climate change (Funk & 
Heffernon, 2019). However, a consensus has indeed been reached among the U.S. 
population that climate change exists and that a warming atmosphere will trigger serious 
environmental and economic impacts. Nevertheless, a nationwide climate movement has 
yet to take off.  
Slowing, much less halting, climate change will require aggressive climate-focused 
policy in the United States and beyond—but the necessary legislation will only occur 
when backed by a social movement among the public (Ockwell, Whitmarsh, & O’Neill, 
2009; Skocpol, 2013). Unfortunately, many Americans believe that, although we are 
capable of making the needed changes to mitigate climate change, we simply may not 
choose to do so. We are facing a shortage of motivation and political will. Only one in 
five Americans is willing to join a campaign to convince elected officials to work 
towards climate-related policy (Leiserowitz, Maibach, Roser-Renouf, Feinberg, & 
Rosenthal, 2015). Therefore, our meaningful recognition of the issue coincides with a 
lack of self-efficacy among the general public.  
Behavioral research on the topic suggests that there may be several causes for this 
trend. First, the perceived severity of climate change is lower for those that feel climate 
change is a distant issue (Spence & Pidgeon, 2010). Without an impending sense of risk, 
there are fewer tangible reasons to put time, resources, and effort into an action plan. 
Furthermore, many young adults—those with the highest concern for climate change 
 4 
(Funk & Heffernon, 2019)—view the government as having the greatest responsibility 
and power when it comes to developing mitigation plans. However, they also express low 
levels of trust in the government, which correlates with low levels of political 
involvement (Corner et al., 2015). This results in a disconnect between people and policy, 
barring the advancement of a climate movement.  
Reflecting on past social movements such as those for anti-war and human rights, 
we know that catalyzing a climate movement will require intentional and effective 
communication in the media (Lakoff, 2010). So, we must wisely choose the messages we 
position in the media to bolster the climate movement and successively force the hand of 
legislators—all across the political spectrum—to make climate policy happen, and 
happen fast. 
Climate Change Communication Appeals 
Existing research examines the applications of assorted communication 
strategies—which this review will refer to as “appeals”—on climate change messaging to 
the general public. Largely, these works have found that the most effective way to engage 
the public in climate change discussion is to connect with the viewers’ personal values 
(Corner et al., 2015; Lehr, Guild, Thomas, & Swezey, 2003). When personal values are 
represented in climate change communication, individuals are most likely to respond 
positively with increased feelings of empowerment (Corner, Markowitz, & Pidgeon, 
2014; van der Linden, Maibach, & Leiserowitz, 2015; O’Neill & Nicholson-Cole, 2009; 
Roser-Renouf, Maibach, Leiserowitz, & Zhao, 2014; Tikir & Lehmann, 2011). Gain-
framed messages characterized by positive words, phrases, and outlooks are effective in 
generating belief in anthropogenic climate change as well as feelings of hope (Feinberg 
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& Willer, 2011; Nabi, Gustafson, & Jensen, 2018); the sense of hope is linked to desired 
climate advocacy behaviors (Nabi et al., 2018). Likewise, individuals are more prone to 
engage in climate action when others around them are doing the same (Bolsen, Leeper, & 
Shapiro, 2014; Graziano & Gillingham, 2015; Lubell, Zahran, & Vedlitz, 2007; 
Middleton, 2018; Tikir & Lehmann, 2011). This offers the feeling of “collective action,” 
which protects individuals from the discomfort of standing alone in their beliefs. Loss-
framed messages that use negative words, phrases, and outlooks evoke feelings of fear or 
apathy. They are much more effective at attracting attention among the public than gain-
framed messages, however, they deter personal engagement (Bieniek-Tobasco et al., 
2019; O’Neill & Nicholson-Cole, 2009; Spence & Pidgeon, 2010). The role of emotional 
appeals in climate messaging is therefore a complex one, with need for further 
investigation.  
Beyond this complexity, these analyses are also limited in their applications to 
social media. They provide potential insight on message framing, however they do not 
address the additional factors that are unique to online communities, such as influencers, 
fake news, echo chambers, and more. Hence, this review will zoom into the realm of 
climate change communication on social media, and address these aspects that add 
another level of intricacy to the climate movement.   
The Role of Social Media 
Roughly 72% of U.S. adults use social media as of 2020, and users are distributed 
across all ages, genders, races, income groups, and education levels. The majority use 
their respective platforms on daily basis (“Demographics of Social Media Users and 
Adoption in the United States,” 2021). Furthermore, a Pew Research survey also reported 
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that over half of all Americans receive news from social media outlets—and that 
percentage is rising (Shearer, 2021). There is no argument that social media will continue 
to play a pillar role in the way humans receive and disperse information, and online 
climate change communication must be examined.   
Need for an Integrative Review 
For these reasons combined, climate change communication strategies on social 
media must be further explored. The field of research is currently growing, and this 
integrative review will serve to lay a foundation of up-to-date findings and offer direction 




Purpose and Research Questions  
The purpose of this integrative review is to summarize and critique the existing 
literature on climate change communication appeals applied to various social media 
platforms. The key research questions include: 
• What appeals are currently under study and by what methods? 
• What are the conclusions drawn from the existing literature so far? 
• How can the research on climate activism appeals on social media be improved 
(what are the omissions or deficiencies within the body of work)? 
Staged Review Process 
Published literature on online climate change communication was collected using 
the UNC University Libraries Articles+ database, with access to over 86  million journal 
articles from a wide variety of research disciplines. All literature collected were 
scholarly, peer-reviewed journal articles with complete, online access through the 
Articles+ database. The literature was gathered from a series of search queries and 
refined through a staged article review process. Search queries (Table 1) were written 
with Boolean operators to intentionally capture literature that included references to both 
“social media” and “climate change.”  
Searches were applied to the full text of articles. No limits were set for 
publication dates or field of discipline (i.e. results could have been published at any time 
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and within any discipline).  Articles must have undergone a peer-review publication 
process, as well as have been printed in English.  
 
Table 1. Search Query Results  
Content Total Number of 
Results Returned 
Number of New Articles 
Collected from the first 100 
Results 
(Fulltext:("social media")) AND 
(Fulltext:("climate change")) 
10,773 19 
(Fulltext:("social media")) AND 





(Fulltext:("social media")) AND 











Table 1. Queries were run in sequential order from 1-4. Searches may have included some replicate 
results. Articles were not collected a second time; only new results were collected for each search.  
 
Table 2. Literature Screening Categories 
Screening Categories Included Excluded 
Publication Date Any NA 
Language English Non-English 
Subject Discipline Any NA 
Review Process Peer-reviewed Not Peer-reviewed 




Central Focus Climate Change communication 
(regarding climate change, 
climate change beliefs, climate 
change impacts, climate 
movement, or climate policy) 
AND Social Media 
Climate change communication 
only OR social media only. 
Other topics of 
environmentalism, such as 
conservation, corporate social 
responsibility, or general 
personal sustainability. 
Availability Full text available online Full text not available online 
Table 2. Table adapted from (Gibson, Bowen, & Hanson, 2021) 
 
 
Search results were sorted by Relevance, as determined by Article+. The staged 
review for gathering and critiquing topical literature involved three stages:  
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1. An initial inspection of titles and abstracts was conducted for the first 100 results 
of each search. The first 100 articles were assumed to capture a sample of the 
most relevant articles within the entire pool of results. If an article’s title and 
abstract conveyed that the study examined the crossover between climate change 
communication (regarding climate change, climate change impacts, climate 
science, climate policy, etc.) and social media (Facebook, Twitter, Instagram, 
YouTube, online blogging, etc.), the article was collected for analysis. Any other 
article that did not approach both topics was discarded.  
2. The Methods, Results, and Discussions of all collected literature were then read, 
and metadata was gathered for each article into a Classification Schema (Table 3). 
Metadata included Authors, Title, Publication Year, Region, Research Type, 
Platform, Users, and Appeals (described in Table 4). The Title, Publication Year, 
and Research Type categories could be assigned one value only per article; the 
remaining categories could have one or more values.  
3. A summary of the existing literature was constructed. Core issues and limitations 





Table 3. Classification Schema 
Metadata Description Example 
Authors List of contributing author(s) on the study. John Smith, Jane Doe 
Title Title of the study.  Climate Policy Discourse on Twitter 
During the 2020 US Presidential 
Campaign 
Publication Year The year that the study was published. 2021 
Region The country or countries of focus within the 
study. If not specified, it is assumed to be a 
“Global” study.  
United States 
Research Type The general methods of the study. The value 
can either be “Descriptive” (examines 
already-existing data) or “Intervention” 
(generates novel data for analysis).  
Descriptive 
Platform The social media platform(s) examined 
within the study. Examples include 
Facebook, Twitter, YouTube, etc. 
Twitter 
Users The user group(s) examined within the study. 
Examples include the general public, NGOs, 
politicians, scientists, etc. 
General Public 
Appeals The climate change communication strategy 
examined within the study, as described in 
Table 4.  
EH, PP 
 
Table 4. Description of Appeals 
Appeals Code Use Description 
Emotion/Human Values EH The study examines emotions, sentiments, or 
personal values expressed or desired by users.  
Policy/Politics PP The study examines policy, politicians, or political 
leanings.  
Imagery IM The study examines image or video content.  
Content/Information CI The study examines the topical content and/or 
information sources.  
Network/Community NC The study examines personal relationships and/or 
community relationships.   
Table 4. The appeal categories were developed in real-time (as they appeared) during this second stage of 
review. 
 
Researcher Role and Positionality 
As the researcher, I am the only individual searching, selecting, and critiquing the 
existing literature on climate activism appeals on social media platforms. I designed the 
study in accordance with “Writing Integrative Literature Reviews: Guidelines and 
Examples” by Richard J. Torraco (Torraco, 2016) and “Literature review as a research 
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methodology: An overview and guidelines” by Hannah Snyder (Snyder, 2019). To 
address my positionality, I do support the theory that climate change is exacerbated by 
human activity. I do not intend to reflect any biases within this review.  
Ethics Consideration 
Because the body of literature in this field is emerging, and this dataset is limited 
to articles available through the UNC library system at the time of the study, the 
summary is by no means comprehensive. As new literature is published, some statements 
made in this paper may no longer be accurate. Furthermore, the public perception of 
climate change and the willingness to engage in climate activism is everchanging. The 
use of social media platforms will rise and fall as the needs and wants of the public 
evolve. Therefore, what may be true at this point in time regarding the discussion of 




Summary of Journal Articles Reviewed 
In this review, 39 journal articles were collected. Publication years ranged from 
2009 to 2021; Figure 1 illustrates the year-over-year publication trend. The recent 
increase in publications likely indicates that this field of research is rapidly growing. 
With over 84% of all sample articles published in the last five years, it is apparent that the 
research is a current topic of interest among researchers. However, it is important to note 
that this trend in the dataset may not be generalizable to the entire body of work. 
Publication Year may be one factor in calculating “Relevance” in the Article+ database, 
and therefore, the first 100 articles returned may not be an accurate sample of all 
historical literature. However, the growing concern for climate change globally (Funk, 
Tyson, Kennedy, & Johnson, 2020) paired with the increasing use of social media 
(“Demographics of Social Media Users and Adoption in the United States,” 2021) makes 
these results both logical and expected. Additionally, a Keyword search for “climate 
change” and “social media” within the Elsevier research database displayed a similar 
year-over-year publication trend from 2009 to 2021 (Figure 2). The continuation of this 
trend is likely to persist over the next few years. The drop in publication numbers in 2021 
on both figures can be explained by the fact that this data was collected in April of 2021, 
and it expected that more publications will occur as the year progresses.  
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Figure 1. Number of Articles per Year, Collected Literature  
 
   
Figure 2. Number of Articles per Year, Elsevier Database results for Keyword Search 




Approximately 44% of articles collected examined global trends; the remaining 
66% specified a region of focus. Of that 66%, most studies observed English-speaking 
countries (United States: 8, United Kingdom: 2, Canada: 2). Because the articles were 
screened for English language only, this distribution may be skewed and non-
representative of the entire body of work. However, the geographic distribution of study 
regions is significant to note. As many social media platforms enable real-time 











































Elsevier Publication Year Trend for Journal Articles in  Keyword 
Search  "Climate Change" and "Social Media" 
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presumed that localized trends can be somewhat challenging to examine. However, 
culture plays a major role in the way that individuals interact with social media platforms 
(Rosen, Stefanone, & Lackaff, 2010). Therefore, understanding social media use on the 
local level is incredibly important, especially regarding urgent social issues such as 
climate change.  
Thirty-two of the 39 articles (82%) applied descriptive research methodologies 
(such as content analysis, social network analysis, frequency analysis, or literature 
review) to their research questions. Therefore, the majority of the summed analyses were 
derived from existing data or observable data at the time of the study. The descriptive 
research studies were able to collect information from wide audiences, both in terms of 
geographic location and user groups. The seven articles (18%) that applied intervention 
methods examined general users on the regional level, as participants were gathered from 
the country in which the researchers worked. This suggests that intervention research 
may be more limited in its approaches and geographic reach than descriptive. Moreover, 
it may be one reason that the far majority of works fell into the Descriptive category.  
Of the social media platforms researched, Twitter held the majority focus with 
41% of articles dedicated to Twitter-specific analysis, followed by Facebook at 23%. At a 
glance, this may seem unreasonable, as Twitter lags as only the 15th most-used social 
media platform (Tankovska, 2021). However, Twitter is the preferred platform for 
influential public figures such as politicians and journalists (Chadwick, 2013; 
Himelboim, Hansen, & Bowser, 2013), and it is recognized as a well-used space for 
back-and-forth political debate (Goritz, Kolleck, & Jörgens, 2019). These factors, as well 
 15 
as Twitter’s data accessibility through a variety of online APIs, makes it a favored 
platform for research purposes.  
The most-used social media platform globally is Facebook, with over 2.7 billion 
users worldwide (Tankovska, 2021). Its massive international influence is likely the 
reason why it follows Twitter as the second most-examined platform among the literature 
sample. Seven of the articles (18%) investigated general social media trends, with no 
pinpoint on a particular platform. Ensuing, three examined YouTube (the second most 
popular social media platform globally with approximately 2.3 billion users), two 
examined Reddit, two examined general blogging sites, one examined Quora, and one 
examined Weibo, a Chinese microblogging website.  
In considering user groups, 30 articles (77%) studied discourse, engagement, and 
interaction among the general public. Otherwise, researchers examined the content 
produced by public figures or advocacy organizations, such as an NGO or environmental 
government agency. Examples of public figures referenced include U.K. Members of 
Parliament (Ebrey, Hall, & Willis, 2020) and activist Greta Thunberg (Jung, Petkanic, 
Nan, & Kim, 2020); examples of organizations include the National Oceanic and 
Atmospheric Administration (Lee, VanDyke, & Cummins, 2018) and UNICEF (Vu et al., 
2021). 
The research approached climate change communication analysis in a variety of 
ways, which can be broken down by the Appeals coding described in Table 4. The most 
common Appeal was CI, followed by NC, EH, PP, and IM, respectively.  
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Emotion & Human Values (EH).  
Fourteen articles examined factors of emotion and human values in their research. 
Several found that the involvement of human emotions in climate change content was 
directly related to the contents’ likability or engagement (Deo & Prasad, 2020; Jiang et 
al., 2018; Veltri & Atanasova, 2017). Even messages with clearly false information may 
be perceived as true if they evoke emotion among users (Jaques, Islar, & Lord, 2019). 
Generally, gain-framed messages (those that arouse positive emotions) are more effective 
at increasing hope and positive attitudes towards climate change mitigation (Spence & 
Pidgeon, 2010; Vu et al., 2021). However, on social media, these types of messages do 
not “survive” as well as loss-framed messages that arouse negative emotions like fear and 
anticipation (Barrios-O’Neill, n.d.; Connor et al., 2016); This means that loss-framed 
messages are more likely to be shared from user to user.  Therefore, the act of inspiring 
climate activism is a complex one, as the content that evokes hope also does not survive 
long in social media channels.   
Another group of articles assessed the sentiments of users involved with climate 
hoax discussions and climate belief debates. It was found that tweets expressing 
skepticism in climate change (often those coming from right-leaning individuals) apply 
tones of incivility and sarcasm towards their opponent (Anderson & Huntington, 2017). 
However, aggressive tones are used by both sides of the climate change debate, skeptics 
and believers alike (Moernaut, Mast, Temmerman, & Broersma, 2020). Climate change 
believers, like climate skeptics, have historically delegitimized their opponent by 
attacking their authority, intelligence, integrity, or morality (Bruggenmann, Elgesem, 
Bienzeisler, Dedecek Gertz, & Walter, 2020; Jaques et al., 2019). Unfortunately, this 
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dual-sided trend breeds further polarization rather than constructive debate (Moernaut et 
al., 2020).  
Policy & Politics (PP) 
Eight articles addressed the role of political content in driving climate change 
discussion, mostly within Twitter. The main conclusion drawn was that climate change is 
an increasingly political topic on Twitter, regardless of the growing consensus (Jung et 
al., 2020), and an increasingly polarized topic at that (Jung et al., 2020; Porter & 
Hellsten, 2014). Vocal, climate-supporting political figures and major climate agendas 
such as the Paris Climate Talks play an essential role in amplifying the climate change 
movement online (Ebrey et al., 2020; Jiang et al., 2018; Jung et al., 2020; Kim & Cooke, 
2018; Stier, Schünemann, & Steiger, 2017), and the polarization of climate 
communication may be driven by the increasing sense of urgency in addressing climate 
change, which is a sentiment repeatedly evoked by pollical figures (Ebrey et al., 2020). 
This indicates that the incorporation of political appeals in climate change messaging is 
effective in generating communication online. However, the politicization of the topic 
does not necessarily lend itself to constructive discussion or action, as political tweets are 
associated with incivility between users (Anderson & Huntington, 2017).  
Imagery (IM)  
Five articles considered the impact of climate change imagery within the climate 
change discussion on social media. It was concluded by multiple sources that climate 
content containing images can draw more attention to social media posts, and images 
therefore can be useful tools for acquiring clicks, likes, and shares (Hopke & Hestres, 
2018; Jiang et al., 2018; Newell & Dale, 2015). Moreover, video content can be a very 
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powerful tool for driving engagement because it can evoke strong emotions among an 
audience (Chen, 2020).  
Content & Information (CI) 
Twenty-five articles studied the topical content and information sources 
referenced by users in climate change communication channels. It is apparent that social 
media platforms serve to spread important, emerging information on climate change 
through links to news and journal articles (Jones-Jang, Hart, Feldman, & Moon, 2020). 
Credible news media sources are one of the most influential factors in driving user 
engagement (Deo & Prasad, 2020; Veltri & Atanasova, 2017). However, while linking to 
credible news sources is successful at spreading accurate climate change information, 
linking to fake news sites is also used to spread false information online (Jones-Jang et 
al., 2020). Therefore, one of social media’s greatest strengths in educating the public 
about climate change concerns may very well be one of its greatest weaknesses.  
Regarding the topics of climate change discussed on social media platforms, those 
focused on micro-issues such as emissions, temperature, renewable energy, economic 
impacts, and natural disasters generated more engagement compared to the broader topic 
of climate change (Chen, 2020; Deo & Prasad, 2020; Jiang et al., 2018; Vraga, Anderson, 
Kotcher, & Maibach, 2015). This may be caused by the emotions that are aroused by 
climate impact scenarios—for example, a user may be more concerned about climate 
change after considering the drought that affected their region’s water supply. These felt 
impacts, or imaginable impacts, are more digestible and emotive, and for this reason 
likely cause higher engagement than the general concept of a shift in the global climate 
patterns (Hopke & Hestres, 2018; Napawan, Simpson, & Snyder, 2017).  
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Furthermore, it has been found that different sides of the political spectrum 
engage with different kinds of climate change content. Left-leaning individuals tend to 
talk about the seriousness of climate impacts, whereas right-leaning users are much less 
likely to engage with content characterized by seriousness or urgency (Ebrey et al., 
2020). Several studies on the polarized debate over climate change on social media have 
found that debates, especially those within blogging platforms, do not cultivate 
constructive conversation. Rather, the platforms serve as “echo chambers” where 
members of the same group affirm self-produced content and delegitimize the content 
posted by the opposing group (Bruggenmann et al., 2020; Poberezhskaya, 2017). 
However, there is still space available for productive climate change conversations on the 
internet. A forum on the social media platform Reddit called “Change my View” is an 
example of this; it invites users to challenge one another's beliefs through debate and 
question-asking (Cagle & Herndl, 2019). Therefore, although much of the content on 
social media is reaffirming of one’s own existing beliefs, there are still avenues to 
educate users about the realities of climate change.  
Network & Community (NC)  
Eighteen articles explored the impacts of user networks and communities on 
climate change discourse. They found that some of the most influential players for 
generating climate change discussion among the general public are popular climate 
activists (Ebrey et al., 2020), popular climate skeptics (Jaques et al., 2019), politicians 
(Ebrey et al., 2020; Stier et al., 2017), research scientists (Kim & Cooke, 2018; Moernaut 
et al., 2020), celebrities (Stier et al., 2017), and news media outlets (Kim & Cooke, 
2018). Environmental NGOs and climate-aware organizations also serve as especially 
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good educators through social media (Goritz et al., 2019; Stier et al., 2017; Zhang & 
Skoric, 2018). In summation, any individual or group with status or perceived credibility 
is highly influential in the public sphere. Even the content posted by non-public figures 
that have high rates of followers are perceived as more popular and trusted (Jiang et al., 
2018). It is important that these community members use their voices to cultivate 
productive content.  
Prominent activists like Greta Thunberg have proven to be influential beyond the 
general public, affecting the tweets, posts, and shares among politicians online, which 
leads to an even greater diaspora of conversation (Ebrey et al., 2020). However, public 
leaders and politicians are also the targets of de-legitimization campaigns. Skeptics evoke 
public figures like Thunberg and Al Gore, in combination with their alleged elitism or 
corruption, in attempt to prove claims that climate change is not as serious as projected. 
Similarly, climate change believers place blame on climate change deniers with status, 
such as Donald Trump, to make the case that not enough progress is being made (Jaques 
et al., 2019). Each side has taken to creating villains out of the opposition’s leaders.  
This concept relates to the polarization of the climate change discussion; 
individuals tend to fall into a group on one side of a debate, rather than somewhere in 
between (Bruggenmann et al., 2020; Häussler, 2019). Research suggests this tendency is 
somewhat caused by a “need to belong” to a particular group, a feeling that one should 
conform to those surrounding them and support their posts, regardless of the content 
(Farmer, Bissière, & Benkirane, 2018; Lewandowsky, Cook, Fay, & Gignac, 2019). 
Furthermore, while speaking to members of one’s in-group, users chat in a manner that 
increasingly intensifies the topic throughout the course of the conversation—a 
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characteristic of an echo chamber—which leads to an even wider divide between sides 
(Bruggenmann et al., 2020).  
 
Future Work  
The articles reviewed in this study examine a range of platforms, user groups, 
geographic regions, content, and appeals for online climate change communication. For a 
field that has emerged recently and rapidly, the approaches are diverse. The findings 
align with one another, with little to no contradictions between work. Moreover, the 
findings align with the existing literature on more general climate change message 
strategies. This indicates that online and offline climate change discussions are linked in 
multiple aspects, namely the role of human emotions. The key differences between the 
two communication pathways, including the politicization of the climate change debate 
on social media, may cause us to re-think the strategies we use to galvanize a climate 
movement in the United States.  
The current literature is limited in several ways that are important to note, but 
these gaps function to guide future work. One of the most prominent conclusions drawn 
from the literature reviewed is that intervention research is scarce. Although descriptive 
research is extremely advantageous in analyzing existing data, it is limiting to apply 
alone. The body of literature would benefit by further triangulating methodological 
approaches so that they are more equally distributed between descriptive and 
intervention. Intervention methods, such as behavioral experiments, can offer otherwise-
inaccessible  data on the causal relationships between communication strategies and user 
engagement. Because a key question moving forward will be to understand the causal 
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relationships between messaging and climate movement involvement, the application of 
intervention research methods is critical.    
Continuing, the literature barely taps into social media’s geographic reach. As 
climate change is a worldwide issue, it is reasonable to believe that climate change 
communication is occurring within the virtual networks of every country. Although the 
study regions represented in this review (mainly North America and Europe) may not 
accurately represent the entire body of work, we can assume that this emerging field of 
research is somewhat limited in its geographic scope. Therefore, future work should 
expand the field’s borders, especially to those populations that are most culturally variant 
from the countries already under study.  
The list of social media platforms examined is likewise incomplete. The majority 
of platform-focused research assesses the implications of climate change communication 
on Facebook and Twitter. These massively influential platforms are indisputably 
important to understand within the context. However, other global platforms like 
YouTube, Instagram, and Weibo are understudied. As we know Twitter is strongly 
associated with political climate debate, we may learn that other platforms play different 
roles in the wider setting of climate change communication. Uncovering these 
relationships may open doors to new opportunities for climate activism engagement.  
The literature made evident that the online climate change debate is hyper-
polarized, however, no research sought methods to de-escalate social media debates or 
echo chambers characterized by climate skepticism. How can we convert uncivil or one-
sided discussions into progressive dialogues such as those on the “Change My View” 
Reddit forum? This will be a key research question going forward.   
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Finally, the implications of user demographics (beyond political leaning) were not 
assessed in any of the articles reviewed. This is most likely due to the difficulty acquiring 
demographic data, especially in descriptive analysis studies where all that a researcher 
may know of a user is their screen name. The roles of age, education level, income level, 
and other demographic factors have not yet been examined, but they may impact climate 
change communication preferences. Their inclusion in future work, when accessible, will 




 The purpose of this integrative review was to examine existing literature on 
climate change communication on social media, summarize key findings, and offer 
strategies for future work. The body of literature revealed that communication appeals 
mainly fall into one of five categories: (1) Emotions and Human Values, (2) Policy and 
Politics, (3) Imagery, (4) Content and Information, and (5) Network and Community. 
These five categories are most commonly researched through descriptive methods, 
primarily content analysis. The key social media platforms under examination at this time 
are Twitter and Facebook, and they are researched on both the national and international 
levels.  
 Results indicate that messages evoking feelings of hope and collective action can 
function to mobilize the climate movement, although they are not effective at engaging 
users online. Messages that express the severity and urgency of climate change, a frame 
that induces fear, survive much longer on social media. However, urgency-framed 
content can deter the desire to take climate action. Therefore, we may need to rely on a 
more diverse messaging approach to rally climate activists. Public figures and news 
media outlets are critical for the dispersion of credible information on climate change, 
meaning they will be essential in motivating the general public to take climate action. 
The use of imagery in climate content is also an effective method of driving clicks, which 
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impacts a message’s reach. These factors combined can help us craft messages online that 
may influence a positive shift in the climate movement.  
Climate skepticism does still exist, and it will continue to exist if we do not find a 
way to depolarize the climate change discussion and tackle the issue of online echo 
chambers. They preventing the climate discussion from moving away from the issue’s 
existence and towards future action plans. Future research will need to develop strategies 
for converting unproductive climate conversations online to constructive debates that 
launch the climate movement forward.  
In conclusion, the field of research is relatively young and growing at a rate that 
matches our need for answers. Key research areas for future work will involve: (1) 
evolving the methodological approaches to include higher rates of experimental work, (2) 
expanding geographic regions to include areas culturally diverse from those currently 
under study, (3) exploring how we can depolarize climate conversations, and (4)  
understanding whether demographic factors impact the ways we receive and deliver 
climate change language.   
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